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Wisdom About Journey Mapping

“I like to think that we had it all
We drew a map to a better place

But on that road | took a fall
Oh baby why did you run away?”
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Wisdom About Journey Mapping

“I like to think that we had it all
We drew a map to a better place
But on that road | took a fall
Oh baby why did you run away?”
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Have you watched “Undercover Boss?”
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But we have all this Journey Mapping!
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So why does “Undercover Boss” continue?
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THE PATH TO EFFECTIVE CUSTOMER EXPERIENCE DESIGN
Critical Elements of Customer Experience Design

BEHAVIORAL SCIENCE DESIGN THINKING

APPLY BEHAVIORAL SCIENCE LEVERAGE INFORMATION TO GO BEYOND JOURNEY MAPS
TO WAYS WE COLLECT, IMPROVE CONSISTENCY AND TO GENERATE ACTION PLANS
ANALYZE AND INTERPRET PREDICTABILITY THAT DRIVE RESULTS

CUSTOMER INSIGHTS

© 2017 Ipsos E 8



Good journey mapping is built on decades of
academic research and practical application

* Memory scripts [Abelson 1976] U

e Event schemata (scripts) are key to understanding how customers
evaluate service encounters and sales interactions [Smith &
Houston 1985; Solomon et. al. 1985; Leigh & McGraw 1989]

e “Blueprinting” [e.g. Shostack 1987; Kingman-Brundage 1989
Bitner, Zeithaml 2003] as a technique to represent memory scripts

* Normative expectations [Cialdini et. al., 1990]

* ExperienceSymmetry and Ideal Customer
Experience (ICE) — Ipsos [Corner, Carroll et. al. since 2000]

© 2017 Ipsos




Are we rational?

* Are people rational?

© 2017 Ipsos




Are we rational?

* Are people rational?

* Do our research methodologies assume that people are rational?

* Do we analyze our research based on the assumption that they are rational?

© 2017 Ipsos




Experience Design Case Study

CARWASH PASS

Collect a point each time you use the carwas
Receive a free carwash for a complete card!

o @ﬁ: I'f;ﬂ" 7 ,'-av
am | &-?

CARWASH PASS

Collect a pointeach time you use the carwash.

Receive a free carwash for a complete card! Endowed progress
effect increases
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Peak-End
We judge an experience by
its most intense point —
the ‘peak’ — and its end;

regardless of whether a
‘peak’ is pleasant or
unpleasant, or how long it




WE REMEMBER AND JUDGE EXPERIENCES BY THE PEAKS AND ENDS
Experiencing vs. Remembering

https://www.ted.com/talks/daniel kahneman the riddle of experience vs memory

© 2017 Ipsos M 14


https://www.ted.com/talks/daniel_kahneman_the_riddle_of_experience_vs_memory

Daniel Kahneman won the Nobel Prize for this

The

“Experienced Self”
versus the
“Remembered Self”

© 2017 Ipsos
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Figure 9. Pain intensity reported by two colonoscopy patients.

Source: Maps of bounded rationality: a perspective on intuitive judgment and choice a
Nobel prize lecture, December 8, 2002 by Daniel Kahneman 15



IMPLICATIONS FOR DECISION MAKING
The Remembering Self makes the decisions!

https://www.ted.com/talks/daniel kahneman the riddle of experience vs memory

© 2017 Ipsos


https://www.ted.com/talks/daniel_kahneman_the_riddle_of_experience_vs_memory

Leverage a wide variety of methods to draw out
and substance from both “Selves”

Affinity diagrams Try it yourself Extreme/lead user interviews

Predict the headlines Foreign correspondents

© 2017 Ipsos




Substance in journey mapping incorporates a
comprehensive review of the customer experience

* Internal Framing
— Executive interviews

— Document reviews including existing process maps

e External Customer Feedback
— On-site modified ethnography

— Direct interaction with customers

* Internal Validation

— Front line employee and manager sessions

© 2017 Ipsos



Simplicity is at the core of teachings by
Dr. Dean Kashiwagi, Best Value Approach

Adapted principles from Best Value Approach:

e Customers become more predictable as you
have more information

e Learn the “natural laws,” and customer
experience becomes much more simple

* When it becomes more simple, your front line
employees can deliver consistently

© 2017 Ipsos




Simplify to drive consistency

ILLUSTRATIVE
e Has the patient fully consented
to this product?

e How easy is it to administer?

e Will this patient have side
effects?

Retrieve/
prepare
product

Administer
product

Consult
patient

|

Receive [NY Store Simplify! If Managers are the only
product product .
ones who understand this, we
have not made it simple enough.

© 2017 Ipsos M 20
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SUBSTANCE AND SIMPLICITY
Outcomes cannot be disassociated from Origin

ILLUSTRATIVE
Hotel Elevators Delivery Tray Bill, Desk
Exterior Cart Desk Room Key Hallways Cart Serving Plates, Food & Lobby, Hotel
Parking for Bags Lobby Billing Room for Bags Menu Glassware, Beverage Exterior
Lot Uniforms Authorization Bathroon Uniforms Utensils parking Lot

. . . . Receive Check-Out,
athiotel M o Bellncp [ FrontDesk J4 Checkin "ot M Servce M foods i Eataorink ff “Getcar,
3 Create bad
outcomes
FRONTLINE Greet & Check-In Deliver LT Check-Out here.

Food &

P Process

Take Bags Process Bags
Expectations that are

poorly set here.

BACKSTAGE Bring Bags
STAEE . to Room

STAFF

Take Food
& Beverage
Order

Computer T:f;’:g ' Computer
System

SUPPORT

PROCESSES System

Beverage
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Some maps are designed for details

USING / MANAGING (KEY PROCESSES)

BEGIN USING/
MANAGING

IT Department Compliance
tracks licenses Am | compliant?

IT Department

has question or

service/support
need

IT Department IT Department
reviews training trains

on ongoin;
end-users soing

?
basis How do | know?

CUSTOMER

Possible license tracking
solutions include:
. Online from MFR
. Online from VAR
Direct request to MFR
Knowledge IT Department End-users Direct request to VAR T Depaftment
undergoes any trained by IT Dept Internal Spreadsheets exhausts internal
Do | know training if or viaexternal Internal Software tools expertise; decides
enough to needed training? Job Security Hard media catalog to call for help
train users; Calling for Hel
answer Is '"Vi"deE’IE? Will it help?
questions? — 2miliea sy o . Will it frustrate?
vailable trainin ompliance reportin &
g an audit? p porting How much will

resources include: in preparation for:
. Online self training . Internal audits 1 pay?

1 from MFR . External audits

1 . Online WebEx IT Department . MFR audits

1 naimngfmm VAR deploys training IT Department Contact VAR

N Other training resources PRy P reports licensing or direct call to

: who participate compliance MFR?

I Directto MFR Contact VAR

1 Good VARs

1 track and send

reminders

o 1
O R
i &
w B VAR Rep or MFR VAR attempts
o ] , VAR Rve\/p bE Customer Service SMFB Custon‘wr to resolve or
E 3 1 ar'a?g?sv ‘ebEx provides E""Ceb'IESO Nes arranges joint call
g %3 raining tracking report problem with MFR Rep
o O

1

I
] 1 Access to
= EN . . . . MFR Reps
uw B ! Training License tracking After Getting Help Applicable
g H H | resources VARs and other reports provided Problem solved? charges recorded;
g g provided online #:ﬁ)":ﬁm"é online Was it worth the billed to

b VAR/MFR 5 customer

= H (VAR/MFR) (VAR/MFR) time and cost?

great tracking tools
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ILLUSTRATIVE

I worry

TECHNICAL SUPPORT CALL too much

IT Department
identifies
technical

support need

Calling for Help
Will it help?
Will it frustrate?
How much will
| pay?

IT Department
does not call;
keeps support
issue in
the queue

After Getting Hel,
Problem solved?
Was it worth the

time and cost?

about using
Tech Support
hours!
IT Department
exhausts internal
expertise; decides
to call for help

IT Department
reviews any
technical support
agreements

Is the likely
benefit worth all
the “costs” of

the call?

MFR Tech
Support resolves
problem

Applicable
charges recorded;
billed to
customer

22



And some maps are designed for simplicity

b Identifying priorities ’ Initiating the journey ’ Choosing channel
® - e i 5 = * o
on a bank \ offerings of
the ideal S N
journey e Chicks fOT ! » Wobsite - Starts onfine
recommenda- ' + Specifically = Decides on enquiry journey
tions / WOM whether to
B i @ sccounts continue with
[6]7] -
» Decides on fa= Call centre = Starts call
Decides on 4 Em 7 b Checks with i Decides 9066 channel to enquiry centre
needs to open current bank on bank banik O"ﬂ journey
an .euanu i B o [0S § |
Looks for 1 + Checks with » Provides -
same bank bank rep documents = Walk in = Starts
-l A overseas? b-—s in UAE 1 assigned for and [13[14]7] "B in-branch
BO a company information journey
A 4
=
Ew Checks with
> 2
E=— tont relatonships » bank the :
5 3 company deals
== 8
Bank rep ™ Collects information
assists to prepare
3
SE s Pat
£
- Moments 1. What will | be getting from this 5 Will | have the same authentic 6. Will they ba charging me every time 2. Will | receive a pleasant face-to-face
of truth specific account? experience as overseas? | make a transfer experionce in the branch?
2. How long will it take? 7. Will this bank help me manage my 10. How flexible and modern is
3. Will the process be too complicated? international banking activities? this bank?
a, What additional services can this 8. Will documents be a headache? 11. Wil | be able to finalise the
bank offer me What will they ask for? process online
12. Will | be able to finalise the
process on the phone
11 | am new in the country will are
there many branches nearby
13 Do | necessarily have to go to
the bank?
@ Pain points ’ 3. Feel sccounts are not connected 5 Hassle: Raquires going to the bank
4. Identity separate from Global HSBC documents cannot be t
2 5. Mo clarity of fees 7 ber of branches
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Initiating Request

* Will BankX sociis natoque penatibus et magnis dis
parturient montes?

* Can sociis natoque penatibus et magnis dis parturient
montes?

Maecenas nec odio et ante
tincidunt tempus. Donec vitae
sapien ut libero venenatis
faucibus. Nullam quis ante. Etiam

sooner?

FRUSTRATED FRUSTRATED FRUSTRATED

Why do | have sem neque

Maecenas tempus, tellus eget

condimentum rhoncus, sem quam
semper libero, sit amet adipiscing
sem neque sed ipsum. Nam quam

sed ipsum. Nam quam

pulvinar, hendrerit id,

nunc, blandit vel, luctus

Quisque rutrum. Aenean
imperdiet. Etiam ultricies
nisi vel augue. Curabitur
ullamcorper ultricies nisi.

Some Donec pede justo,
fringilla vel, aliquet nec,
vulputate eget, arcu. In
enim justo, rhoncus ut,

ummary Overview: Account Opening Client Journey

Account Forms and Documents
Related KYC

* Do | understand sociis natoque penatibus et magnis dis parturient montes?
 Can | sociis natoque penatibus et magnis dis parturient montes?
* How much time and effort will it take sociis natoque penatibus et magnis dis parturient montes the process

We have worked with
BankX Donec pede justo,
fringilla vel, aliquet nec,
vulputate eget, arcu. In

What did | do wrong?

Quisque rutrum. Aenean
imperdiet. Etiam ultricies
nisi vel augue. Curabitur

Account Activation

* Have my accountssociis natoque penatibus et
magnis dis parturient montes?

* Am | satisfied with sociis natoque penatibus et
maghnis dis parturient montes?

Aenean massa. Cum sociis
natoque penatibus et magnis
dis parturient montes, nascetur
ridiculus mus. Donec quam felis.

Will BankX open my account(s)
Donec pede justo, fringilla vel,
aliquet nec, vulputate eget, arcu.
In enim justo, rhoncus ut,

Advise clients on Quisque rutrum. Aenean
imperdiet. Etiam ultricies nisi vel augue.
Curabitur ullamcorper ultricies nisi. Nam eget
dui. Etiam rhoncus new accounts

Donec pede justo, fringilla vel, aliquet nec,
vulputate eget, arcu. In enim justo, rhoncus ut,
imperdiet a, venenatis vitae, justo

|

* Gather Donec pede justo, fringilla vel, aliquet nec,
vulputate eget, arcu. In enim justo.

* Quisque rutrum. Aenean imperdiet. Etiam
ultricies nisi vel augue. Curabitur ullamcorper
ultricies nisi. Nam eget dui for clients.

* Aenean massa. Cum sociis natoque penatibus et
maghnis dis parturient montes, nascetur

v

+——————

* Donec pede justo, fringilla vel, aliquet nec,

-

vulputate eget, arcu. In enim justo, rhoncus ut,
imperdiet a, venenatis vitae, justo process.

* Inform clients about Donec pede justo, fringilla

vel, aliquet nec, vulputate eget, arcu. In enim

justo and why

justo, rhoncus ut, imperdiet a, venenatis vitae,

sit amet orci eget eros faucibus nunc, blandit vel, luctus pulvinar, lorem.? Nam eget dui. Etiam imperdiet a, venenatis enim justo, rhoncus ut, ullamcorper ultricies nisi. imperdiet a, venenatis vitae,
tincidunt. Duis leo. Sed fringilla hendrerit id, lorem. rhoncus! vitae, justo to the bank. imperdiet a, venenatis Nam eget dui. Etiam justo.
vitae, justo. rhoncus?
N N
ZOP+T%AE; ;Z‘\ZRF;(;A\NC'?EORL;'\:\ATHOOPI\IE:‘L 14 - 30 DAYS PRIOR TO ACCOUNT OPEN 3 - 13 DAYS PRIOR 24 - 48 HOURS PRIOR 3TO 5 DAYS AFTER ACCOUNT OPEN
Receive & Review Finish & Submit Ve Receive
Identify 4 4 4 Account
v Waiting... Number
Notify *v Account
A | Set Up Confirm
4V » Account
_ \ Find Fill e If Ssi
Provide \ Info QOut Signer corrections A ‘ 4
Info ~ Form are needed ‘/

Go To STEP #2 Setup

e Donec pede justo, fringilla vel, aliquet nec,
vulputate eget, arcu. In enim justo, rhoncus ut,
imperdiet a, venenatis vitae, justo

Blue = Differentiators



Submit Documents

PHASE & OBJECTIVE

Complete

@00

Review Verify Sign

L_Jole

1TOUCHPOINT: Call Center Representative

Clients sit amet orci eget Clients sit amet orci eget eros If the documents are correct,

eros faucibus tincidun

Some clients sit amet orci
eget eros faucibus tincidun

Clients find the info needed Clients fill out the (except sit

required fringilla mauris sit to fringilla mauris sit amet amet orci eget eros faucibus penatibus et magnis dis faucibus tincidunto BankX fringillamauris sit amet nibh.

amet nibh. Donec sodales nibh. Donec sodales sagittis tincidun parturient montes Donec sodales sagittis
sagittis magnathem magna magnast

Clients fringilla mauris sit Clients review the Clients try to sociis natoque
amet nibh. Donec sodales

sagittis magna documents

TOUCHPOINTS STEP

s magna

I should only massa. Cum sociis natoque penatibus et magnis dis
parturient montes, nascetur ridiculus mus. Donec quam felis,
within my time requirements.

BankX wouldn’t ask for Aenean massa. Cum sociis natoque
penatibus et magnis dis parturient montes, nascetur ridiculus
mus. Donec quam felis.

Aenean massa. Cum sociis natoque penatibus et magnis dis
parturient montes, nascetur ridiculus mus. Donec quam felis.

“Other banks make it easier to Nullam dictum felis
ey eu pede mollis pretium. Integer tincidunt. Cras
dapibus. Vivamus elementum semper nisi.”

“I'am frustrated when BankXNullam dictum felis
« 0 eu pede mollis pretium. Integer tincidunt. Cras
H @ dapibus. Vivamus elementum semper nisi.”

“They could give us more Nullam dictum felis eu
pede mollis pretium. Integer tincidunt. Cras
dapibus. Vivamus elementum semper nisi and |
can’t make heads or tails of them.”

PERSONA IDEAL PAIN

Is Nullam dictum felis eu pede mollis pretium. Integer tincidunt.
Cras dapibus. Vivamus elementum semper nisi in the future?

Do I understand fringilla mauris sit amet nibh. Donec sodales How fringilla mauris sit amet nibh. Donec sodales sagittis
sagittis magna and why? magna?

>
=
z
)
=
1~
o
a
o
o

BankX can sit amet orci eget eros faucibus tincidun.
Competitors Nullam dictum felis eu pede mollis pretium.
Integer tincidunt. Cras dapibus. Vivamus elementum semper
nisi.

Adjust sociis natoque penatibus et magnis dis parturient
montest

Provide Nullam dictum felis eu pede mollis pretium. Integer
tincidunt. Cras dapibus. Vivamus elementum semper nisi
process.

* Ensuring the client sociis natoque penatibus et magnis dis
parturient montes

« Deliver sociis natoque penatibus et magnis dis parturient
montes



Maps are only a means to the end

Interview
Cross-
functional
business

executives

© 2017 Ipsos

Conduct

ICE on-site
ethnography
sessions

Create
current state
ICE maps

Validate
ICE maps
with front
line staff

Deliver
action
planning
workshops




Design Thinking
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APPLICATION OF DESIGN THINKING
Action Planning workshops

* Research: Communicate the journey map
insights effectively

* |deate: Generate action ideas

* Prioritize: Develop evaluation criteria;
assess ROl

* Prototype: Monitor the initiative pipeline;
advance the best solutions

* Implement: Improve customer experience,
thus yielding desirable customer behaviors

© 2017 lpsos M 29



CONCLUSION: GET MORE FROM YOUR JOURNEY MAPPING
Go beyond journey mapping to address the common

pitfalls of improving customer experience

* Apply behavioral science to understand
the gaps between the current and ideal
experiences

* Discover natural laws and build
expertise that simplifies understanding

* Using design thinking to advance from
insights to action

© 2017 Ipsos

High
Commitment

Low
Commitment

It works —
Brass we see
bands and business
Enthusiastic fireworks Watchi results!
atching
l l “the number” \\
Cynical
yries / Maybe not
R'?ts".'lt_s'b[ Start to a bad idea
aren't visible see pay-
offs \\.
Is it worth
it? ~

/

THE DARK NIGHT

Common Pitfalls

+ Lack of executive attention

* Naivety regarding scale of effort

+ Poor / insufficient communication

OF CHANGE!

Weeks or Months 1to 2 Years Time

Adapled from Innovation and Crealivity Ceserani and Greatwood



IPSOS LOYALTY THOUGHT LEADERSHIP
Look for the upcoming white paper in July!

MORE INFORMATION ON DELIVERING
BETTER CUSTOMER EXPERIENCES USING:

APPLIED BEHAVIORAL SCIENCE
SUBSTANCE AND SIMPLICITY
DESIGN THINKING

Start designing ideal customer experiences
that can be delivered consistently

© 2017 Ipsos M 31



Thank you for joining!

For more information, please contact:

[
F

@
Eddie Lopez

Lead Consultant,
Customer Experience

= eddie.lopez@ipsos.com

© 2016 Ipsos

John Carroll Il
Head of Customer Experience

™ john.e.carroll@ipsos.com

GAME CHANGERS  ipsos
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ABOUT IPSOS

Ipsos ranks third in the global research industry. With a
strong presence in 87 countries, I[psos employs more than
16,000 people and has the ability to conduct research
programs in more than 100 countries. Founded in France in
1975, Ipsos is controlled and managed by research
professionals. They have built a solid Group around a multi-
specialist positioning — Media and advertising research;
Marketing research; Client and employee relationship
management; Opinion & social research; Mobile, Online,
Offline data collection and delivery.

Ipsos is listed on Eurolist — NYSE — Euronext. The company is
part of the SBF 120 and the Mid-60 index and is eligible for
the Deferred Settlement Service (SRD).

ISIN code FRO000073298, Reuters ISOS.PA, Bloomberg IPS:FP

WWW.ipsos.com

GAME CHANGERS

At Ipsos we are passionately curious about people, markets,
brands and society. We deliver information and analysis that
makes our complex world easier and faster to navigate and
inspires our clients to make smarter decisions.

We believe that our work is important. Security, simplicity,
speed and substance applies to everything we do.

Through specialisation, we offer our clients a unique depth of
knowledge and expertise. Learning from different experiences
gives us perspective and inspires us to boldly call things into
guestion, to be creative.

By nurturing a culture of collaboration and curiosity, we attract
the highest calibre of people who have the ability and desire
to influence and shape the future.

“GAME CHANGERS” — our tagline — summarises our ambition.
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